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4.2 tr
US$ rsp sales

2015 SNAPSHOT

Retailing in the Americas 2015: A mixed performance
 2015 was a mixed bag for the retailing industry in the Americas.
Despite the various economic slowdowns throughout Latin

America, most countries saw moderate to healthy growth in their
local currency. However, a sharp devaluation of these same
currencies versus the US dollar in countries such as Colombia,
Mexico, Canada and even Chile resulted in strained government
budgets, depressed consumer confidence, expensive imports, and
dampened sales in retailing.
 The complicated economic and political scenario in Argentina and
Venezuela also needs to be taken into account when looking at
retailing performance, as the growth in these two countries
results from inflation rather than an actual increase in
consumption.
 Consumers in countries affected by the end of the commodity
boom have become more cautious spenders in regards to not only
the brands that they are buying but also the retail channels and
payment options that they prefer. In-store discounts, credit cards,
and buying larger formats or in bulk at a lower unit price have all
become successful strategies in attracting consumers.

2014-2015 rsp growth (local currency)
0-3%
3-6%
>6%

 While there is little opportunity to attract new consumers to the
modern channel in the United States and Canada, the high
penetration of the traditional channel throughout Latin America is
a ripe target for modern and more formal retailers in these
countries, regardless of their economic situation.
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Beyond bricks and mortar: Non-store on the rise
Nevertheless, non-store retailing has been growing quickly in the region, with internet retailing beginning to take off.

Online sales in North America account for 70% of non-store retailing in 2015; while in Latin America this category
represents just 42%.
In North America consumers spend US$12 out of every US$100 shopping through non-store channels. In Latin America
this ratio is much lower, at just US$6 out of US$100.

2015 per capita consumer expenditure
NON-STORE

STORE-BASED RETAILERS

US$1,110

US$7,822
NORTH AMERICA

US$97
LATIN AMERICA
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Beyond bricks and mortar: Non-store on the rise
The importance of direct selling in Latin America
explains in part the lower share of internet retailing,
but this is also explained by low access to the internet
and low penetration of credit cards in some countries
in the region. Direct selling represents 53% of nonstore sales in Latin America and only 6% in North
America.

 Tissue and hygiene, the least preferred
category to be bought through non-store retailers
in North America

US$23
 Latin Americans’ per capita expenditure on
beauty and personal care through direct selling,
the largest non-store category
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Chilean preference for fresh fruit and vegetables favours traditional
channels
In various Latin American countries
including Chile, the typical consumer
shuns the fruit and vegetables aisle in
their
favourite
supermarket
or
hypermarket and heads instead to their
local feria or outdoor market.

These markets provide consumers with a
wide range of fruit and vegetable options
as well as an opportunity to choose a ripe
product or rather a green one. Consumers
perceive product quality at a feria to be
much higher than at a supermarket.

http://murnanesinsantiago.com/2013/03/12/feria-libre-barrio-brasil/
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Taxes in Ecuador favour local goods
In Ecuador, the modern channel is seeing growth, expanding to more accessible places in top-tier cities such as
Quito and Guayaquil (pictured above), opening new outlets in residential neighbourhoods and reaching out to a
population that has traditionally been more inclined to shop at local markets and specialty stores. These modern
channel outlets more closely resemble a small supermarket than a hypermarket due to the lack of building sites
for bigger outlets.

However, the modern channel is currently losing ground in terms of scale economies due to the tax increase on
imported goods in Ecuador. This new regulation negatively impacts the modern channel, meanwhile the
traditional channel is less impacted by the changes.

© Euromonitor International
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Access to credit in the Mexican traditional channel
Bimbo is working to provide electronic payment infrastructure for traditional grocery retailers in Mexico City, while MasterCard
and American Express have partnered with traditional store owners to provide card processing technology to facilitate card
payments. This access to technology allows traditional channels to continue to be competitive against modern retailers in terms
of payment options.

Source: http://lajornadamichoacan.com.mx/2015/03/cierra-alrededor-de-30-mil-tienditas-en-mexico-por-nuevas-exigenciasfiscales/
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Alcoholic drinks expand to grocery stores in Canada
From a legislative standpoint, a change in the regulatory environment regarding sales of alcohol will have a negative impact on the
food/drink/tobacco specialists channel over the next few years. In early 2014, British Columbia (province) announced grocery
stores would be allowed to sell alcoholic drinks, which previously only government-run drink specialists such as The Beer Store
were allowed to sell. Ontario similarly loosened sales of alcohol to expand channel availability. Notably, independent stores will
still not be eligible for liquor licences, only supermarkets, etc.

Source: http://business.financialpost.com/entrepreneur/why-ontario-craft-beer-makerswant-a-beer-store-alternative
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Ethnic food retailers stand out within traditional channel
Within grocery, the modern channel is dominant in
the US market and represents 85% of value sales of
grocery items.
Traditional grocery retailing holds importance for
some consumers and regions, but this is an
exception in the US and most consumers do not
shop through traditional channels.
Traditional grocery outlets do exist however, and
sales through these channels amounted to
US$147.7 billion in 2015. This considerable figure
is primarily due to the size of the US economy as a
whole, rather than the strength of the channel.

http://corporate.walmart.com/_news_/media-library/photos/walmart-stores/supercenter

One of the biggest categories of traditional grocery
retailers is ethnic foods. These outlets are typically
located in ethnic neighbourhoods and allow
shoppers to purchase items typically found in the
home countries of the dominant local ethnicity.
While most shoppers are locals, these outlets can
draw from a wide geographic base if far-flung
consumers need a particular item.

© Euromonitor International
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Made in Costa Rica
Among the higher classes, there is a moderate trend towards conscious consumption, which drives some to look for locally-made
(but still high-end) products. The government is starting to promote this kind of shopping through training centres and local
buying events, but it is still nascent. This could benefit the traditional channel, which is perceived as more domestic in
comparison to multinational players such as Walmart.

Source: https://tonyalatorre.wordpress.com/2010/06/13/mercado-central-in-san-jose-costa-rica/
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Argentineans look for the bargains
Discounters have benefited from the economic uncertainty and
high inflation in Argentina. Consumers have become decreasingly
brand loyal and increasingly on the look out for the best value for
money.
The nearly 800 discounters in 2015 (led by Dia%) reflects this
trend. The company’s rate of expansion is based on the belief that
a significant segment of the country will continue to look at price
first and brand name second, not only during the expected
recession in 2016 but also during the medium and long term,
when the economy begins to grow again.

Figure 1 - Source: http://www.coto.com.ar/

Figure 2: Share of Outlets in Modern Grocery in Argentina

2005

2015

On the other side of the consumer spectrum, convenience stores
reflect Argentineans who value time over money. During 2015
Carrefour launched a franchise called 5 Minutes with these
consumers in mind. Carrefour’s expansion plan is to transform
independent small grocers into 5 Minutes outlets in lower-tier
cities.
The principle modern grocery retailers in Argentina rely on
nearly continuous discounts that consumers have come to expect
(Figure 1). Each day of the week is designated with savings for a
specific group of consumers (retirees on Wednesday, for
example), discounts if paying with a specific credit card, or
attractive options in terms of paying in instalments. This is a
carry-over from the economic crisis following Argentina’s default
in 2001. Banks would offer these discounts to cardholders in
order to encourage consumption.
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The black market thrives in Venezuela
The term bachaquero derives from the word bachaco, a large ant common
to the Amazon region of South America. It refers to the leafcutters - hard
workers, carrying loads on their backs day and night in order to build their
nests. For some years now, this term has been used to describe people who
have illegally passed through border controls in the Venezuelan states of
Zulia and Táchira, without declaring anything, in order to sell goods at a
higher price in Colombia. Similar to a colony of bachaco ants, an increasing
number of Venezuelans are working together in purchasing and
stockpiling scarce, price-controlled items, and then loading them up, and
taking them across the border, in order to resell them for a profit.
In 2015, this activity continued to grow, not only in border regions but
throughout Venezuela, as bachaqueo has developed as a genuinely
profitable business, in an economy with profit-stifling price controls and
scarcity. Housewives, low-wage workers and the jobless were some of the
first to realise the opportunity presented by this type of informal retailing.

Source: http://www.correodelorinoco.gob.ve/nacionales/observebachaqueo-supermercados-y-ciclos-colas/

What was once simply a monotonous chore of going to the supermarket or
government-run markets (Misión Alimentación) for food, toilet paper or
personal care products, soon became a daily stockpiling operation. Once
one’s own household needs were met, bachaqueros’ first clients might be
their own neighbours or friends, those unable or unwilling to wait in
increasingly long queues.

© Euromonitor International
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Warehouse clubs gain traction in Brazil due to the recession
Nowadays, Brazil is facing a new momentum in the evolution of grocery retailers. The economic slowdown since 2013 (and
recession for 2015) is directly impacting demand, as the Brazilian population shows high levels of indebtedness and
reduction of their annual disposable income.
On the one hand, there are price-sensitive consumers who have adopted more evolved standards of consumption over the
last 10 years that they are not willing to drop. They are looking for channels that offer the best value for money, such as
warehouse clubs (atacarejos) - (pictured below).
On the other hand, there are high-end consumers who have been less affected by the economic downturn and continue to
look for convenience. As a result, warehouse clubs and convenience stores are expected to witness the best performance
over the next five years.

Source: http://www.sincadam.org.br/noticias-ver.php?id=229
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Convenience arrives to Peru
Grupo Lindley launched Tambo+ in February 2015 in a highly populated district of Lima. This was the first example of
convenience stores in Peru and poses a direct threat to traditional “mom and pop” independent grocery retailers.
Tambo+ carries a broad range of products within both grocery and non-grocery at affordable prices. Store size is
slightly smaller than forecourt retailer stores.

These outlets operate 24 hours a day, seven days a week, which constitutes a significant advantage in a Peruvian society
that is also increasingly 24/7. The retailer is likely to expand its store-based business to more middle-class areas of
Lima as well as other major cities over the forecast period.

Source: Euromonitor International

© Euromonitor International

Source: Euromonitor International

17

KEY STORIES

Fusion of traditional and modern channels in Colombia
Sales by Independent Small Grocers in Colombia
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Traditional retailing is the most important channel in Colombia, accounting for 65% of grocery sales. Independent small
grocers are very important as they form a crucial part of the social fabric and are deeply rooted in neighbourhoods across
all income segments. However, they are of particular importance in low to middle-low income segments. In addition to
informal credit or fiado (buy something and pay for it later in the week or at the end of month), the availability of small
packages of basic products has contributed to the strong positioning of the traditional channel.
Since 2013, Almacenes Éxito, the leading modern grocery retailer in Colombia, has been developing Aliados Surtimax, a
programme by which the owner of the store maintains the original name of the store but adds Aliado Surtimax.
Almacenes Éxito then becomes the principal supplier.
© Euromonitor International
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Governments play an important role in industry growth
During President José Mujica’s administration, the Uruguayan government
favoured the traditional channel, supporting its development and
encouraging the formalisation of several small competitors that were
functioning irregularly, not paying taxes and without commerce licences.
As such, the traditional channel remains strong due to public policies
designed to strengthen it.

In Bolivia, 800 tiendas de barrio (independent small grocers) benefited
from the programme “Mi caserita” sponsored by La Paz’s local government
and several NGOs. Its purpose is to help entrepreneurial competitiveness
among these retailers by teaching them to implement a competitive
business model that improves the business management capabilities of the
owners. This includes improving relationships with suppliers and
customers and the competition, in addition to promoting partnerships and
integration of neighbourhood stores registered in the programme.

Source: Euromonitor International
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About Euromonitor International
Euromonitor International is the world’s leading provider for
global business intelligence and strategic market analysis. We
have more than 40 years of experience publishing international
market reports, business reference books and online databases
on consumer markets. Our global market research database,
Passport, provides statistics, analysis, reports, surveys and
breaking news on industries, countries and consumers
worldwide.
Passport connects market research to your company goals and
annual planning, analysing market content, competitor insight
and future trends impacting businesses globally. And with 90%
of our clients renewing every year, companies around the world
rely on Passport to develop and expand business operations,
answer critical tactical questions and influence strategic
decision making.
To discover more about the power of Passport, read product
reviews or contact us.
Euromonitor International is headquartered in London, with
regional offices in Chicago, Singapore, Shanghai, Vilnius, São
Paulo, Santiago, Dubai, Cape Town, Tokyo, Sydney and
Bangalore, and has a network of over 800 analysts worldwide.
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